1.1 INTRODUCTION
Satisfaction is consumer's fulfilment response. It is a judgment that a product or a service feature or the product or service itself provides a pleasurable level of consumption-related fulfilment.
 Customers primarily form their expectations through past experiences, word-of-mouth from family, friends, and colleagues, and information delivered through marketing activities, such as advertising or public relations. If the customer's expectation isn't met, they will be dissatisfied, and it is very likely they will tell others about their experiences.
Therefore, it is essential for businesses to effectively manage customer satisfaction. To be able to do this, firms need reliable and representative measures of satisfaction. "In researching satisfaction, firms generally ask customers whether their product or service has met or exceeded expectations. Thus, expectations are a key factor behind satisfaction; when customers have high expectations and reality falls short, they will be disappointed and will likely rate their experience as less than satisfying." "Customer satisfaction provides a leading indicator of customer purchase intention and loyalty". Customer satisfaction is an ambiguous and abstract concept, and the actual manifestation of satisfaction will vary from person to person or from product to product. The state of satisfaction depends on a number of psychological and physical variables that correlate with satisfaction behaviours, such as return and recommendation rates. The level of satisfaction can also vary depending on other options. Customers may have other products against which they compare the organization's product.
The Kano model is a theory of product development and customer satisfaction developed in the 1980s by Professor Noriaki Kano, which classifies customer preferences into five categories.
Must-be Quality
Simply stated, these are the requirements that customers expect and take for granted. When done well, customers are just neutral, but when done poorly, customers are very dissatisfied. Kano originally called these "Must-be" because they are the requirements that must be included and are the price of entry into a market. One- dimensional Quality these attributea result in satisfaction when fulfilled and dissatisfaction when not fulfilled. These are attributes that are spoken and the once in which companies compete. An example of this would be a milk package that is said to have ten percent more milk for the same price will result in customer satisfaction, but if it only contains six percent then the customer will feel misled and it will lead to dissatisfaction.
1.2 STATEMENT OF PROBLEM
The objective of every company would be ensuring customer satisfaction for the customer would create loyal customers. Measuring customer satisfaction is always a challenge, as customers either would not disclose or sometimes do not assess their satisfaction level clearly. Many times, the customer cannot specify the reasons for their satisfaction. The ultimate recipient of all these leads to the customer's knowledge and satisfaction. The promotional strategies aim to reach out to the customers.
1.3 OBJECTIVE OF THE STUDY
The following are the objectives of the study to solve the problem.
1.3.1 PRIMARY OBJECTIVE
· To know the customer satisfaction regarding MRA Bakery
1.3.2 SECONDARY OBJECTIVES
· To examine the customer care strategies used in MRA Bakery
· To validate facilities provided by the MRA Bakery
1.4 SCOPE OF THE STUDY
The following are the scope of the study:
· This study has been conducted to analyze the needs and wants of the customers.
· This study also helps the organization to know feedback from the customers.
· The main area of the studies are broken into the care and services provided to the customer.

1.5 RESEARCH METHODOLOGY
The system of collecting data for a research project is known as research methodology. It gives a path to find a solution for a particular problem. Some important factors in research methodology include the validity of research data, ethics, and the reliability of measurement.
1.5.1 RESEARCH DESIGN
Here, descriptive research design is used.
1.6 SAMPLING TECHNIQUES
A simple random sampling technique has been used for the study, whereby each element of the sample being selected has an equal probability of selection.
1.6.2 SAMPLING UNIT
The study is conducted at MRA BAKERY RESTAURANT & CATERING, KANNUR, which is the sampling unit for the study.
1.6.3 SAMPLING SIZE
The total sample size for the study is 50 customers.
1.7 DATA COLLECTION
1.7.1 PRIMARY DATA
Data is collected through observation, interviews, and questionnaires.
1.7.2 SECONDARY DATA
It is obtained through company records, the website of the company, etc.

1.8 DATA ANALYSIS TOOLS & TECHNIQUES
The information for research is collected through the questionnaires from the sample size formulated by the way of sampling method. A sample size of 50 customers is taken for the study. For such a sample, a questionnaire is given and retrieved directly. The data collected from the respondents is analyzed by the way of the simple percentage method. The simple percentage method has been used as a tool of analysis.
No of respondents
----------------------------- * 100
Total no of respondents
1.9 LIMITATIONS TO THE STUDY
· Due to time constraints, only limited data could be collected.
· The focus of the study was limited to the domestic target audience; hence, the aspects and views of international customers could not be analyzed that much.
· The local customers are not aware of many of the services provided by the hotel industry.











2.1 THEORETICAL BACKGROUND

Fredrick & Webster (2008) His view of marketing states that, marketing is the main
responsibility of management and should not be considered as a separate business function. The management should be able to analyze and understand the changing needs, wants and demands of the customer in order to succeed in their business. According to Peter F Drucker(2008) management has two basic functions, only two, which consists of innovation and marketing. And every action should ultimately be beneficial from the customer's point of view. Marketing is a border term and does not confine only a selling aspect. It determines the wholesome of the business and the success. (Webster, 2008) Onkvisit and Shaw (2009) explain that potential customers receive information about the product or service and they also comprehend them and act accordingly like explained in the AIDA model. (Shaw, 2009)
Tellis (2004) Explains the logical reason behind for a firm for doing advertisements .The
primary reason for which a firm advertise is to influence or persuade the target population
with the product/services merits whenever there is supply more than demand, then if the
knowledge about the products are less, or whenever confidence on the supplier or the
product is low or whenever the demand is more than supply. He even explains why there
are some advertising strategies which are sometimes being termed as ineffective .He have
classified the customers into four different level of attentiveness towards ads which are:
search, active processing, passive processing and avoidance Usually the customers lack of
being interested and active state of avoidance are the usual reasons why advertising is turned out to be ineffective. The other reasons could be lack of the field test and tracking also conflict with the advertisement agency, budgeting system, pricing system and the
competitive pressure.
Abdullah D.N.M.A and Xovario.t2009) explains how customer. satisfaction is being
influenced by the service and product quality . With the help of Psychometric testing they
determined the reliability and validity of agency. The study helps to understand the positive significant relationship between the ambiance and the service quality of the hotel with customer satisfaction.
After the study they say that now the researchers can focus on the factors influence the
customer satisfaction when that is when the cost is not a factor and the reasons for the ambiance is currently becoming the most important factor that determines the customer satisfaction. (F., 2009)
John Caciappo and Richard Petty (1980) explain how would a customer think in detail and interpret when he sees or experience an advertisement. This model shows that when the customers have both the motivation and ability for evaluating the message in the advertisement the chances of them thinking about the ad will be high.
A study conducted by Salah Al Shebil el.al (2007) shows how the marketing environment is an important factor for strategizing specially in promotions. Factors like the economy, political, geographical, seasonal etc are to be considered and respected before strategizing any promotional plans. A great example for this could be of McDonald's, a US based brand that has faced a lot Of boycotts in different parts of the World. McDonald's was boycotted in several Arab countries due to the support of US to Israel. This was due to political reasons. Another strategy McDonald's used was that of a television ad showcasing few of their staff wearing Islamic clothing. This was launched in Indonesia. In Argentina, where the protesters tried to block the entry of McDonald's was overcome by a campaign depicting a big Mac quoted with words "Made in Argentina". One of the aspects to be considered while adopting promotional strategies is to avoid conflicts, give precise information and not create controversies. (Jahuri, 2001).
According to R.Srinivasan(2()10) The methods and updating of the marketing techniques
makes it more attractive and different from other competitions. 4P's of marketing that is
product, place, price, and promotion are prominent for services too. But marketing for services could be focused on 7 P's, apart from the 4 P's, the extra 3 P's are people, physical evidence and process of services. The 7 Ps are the main factors that determine the sales of service. (R.Srinivasan, 2010)
According to DJ.otzes,et.al(2008) the hotel industry is highly competitive and needs to keep up with the marketing strategies regularly to improve , progress and also to keep up with the competition. There wouldn't be any common strategies, they differ from hotel to hotel according to the size and ownership type and then there I a correlation between the marketing strategies and the size of the hotel as well as the ownership.
 From the study, he concluded that privately owned or owner-managed hotels take marketing more seriously and deal with it more strategically than group-owned or international chains because of the positioning and brand image that already exists.
Amish Dhungel (2008) states that Radisson Hotels is a major international hotel industry that operates in 420 locations in 73 countries. The purpose of the study is to understand the communication mix and explore the integrated market to achieve the overall objective of the organization.
According to the study conducted by Vinnie Jahuri (2001), the Indian industry is flourishing in accordance with the hotel industry since 1991. Many leading chains have entered the market, which is highly competitive. Several trends have emerged in the hotel industry based on consumers, strong brand recognition, rapid consolidation, demand vs. supply, technology, and HR-related aspects. The marketing aspects depend on the design of the hotel, segmenting the market, infrastructure-related aspects, and comparative cost structures. (Jahuri, 2001)
2.2 DEFINITION OF CUSTOMER
"A customer is the most important visitor on our premises. He is not dependent on us. We are dependent on him. He is not an interruption of our work. He is the purpose of it. He is not an outsider of our business. He is part of it. We are not doing him a favour by serving him. He is doing us a favour by giving us the opportunity to do so."
                                                                                                          – Mahatma Gandhi
2.3 CUSTOMER SATISFACTION
Customer satisfaction is a marketing term that measures how products or services supplied by a company meet or surpass a customer's expectations. Customer satisfaction is important because it provides marketers and business owners with a metric that they can use to manage and improve their businesses.
2.3.1 CUSTOMER VALUE
Value in marketing, also known as customer-perceived value, is the difference between a prospective customer's evaluation of the benefits and costs of one product when compared with others. Value may also be expressed as a straightforward relationship between perceived benefits and perceived costs: Value = Benefits / Cost. The basic underlying concept of value in marketing is human needs. Basic human needs ma include food, shelter, belonging, love, and self-expression. Both culture and individual personality shape human needs into what is known as wants. When wants are backed by buying power, they become demands. With a consumer's wants and resources (financial ability), they demand products and services with benefits that add up to the most value and satisfaction. Methods of Measuring Customer Satisfaction managing customer satisfaction efficiently is one of the biggest challenges an organization faces. The tools or methods to measure customer satisfaction need to be defined sophisticatedly to fulfill the desired norms. Below are some methods used to measure customer satisfaction:
1.Direct Methods: Directly contacting customers and getting their valuable feedback is very important. Some of the ways customers could be directly tapped include:
· Getting customer feedback through third-party agencies.
· Direct marketing, in-house call centers, and complaint handling departments could serve as the first point of contact for customer feedback. These feedbacks are compiled to analyze customers' perception.
· A study on customer satisfaction at MRA Bakery.
· Getting customer feedback through face-to-face conversations or meetings.
· Feedback through complaint or appreciation letters.
· Direct customer feedback through surveys and questionnaires. Organizations mostly employ external agencies to listen to their customers and provide structured feedback. These feedbacks need to be sophisticated and in structured format so that conclusive results could be fetched out. Face to face meetings and complaint or appreciation letters engage immediate issues. The feedback received in this is not uniform, as different types of customers are addressed with different domains of questions. This hinders the analysis process from being performed accurately and consistently. Hence, the best way is to implement a proper survey that consists of a uniform questionnaire to get customer feedback from well-segmented customers. The design of the prepared questionnaire is an important aspect and should enclose all the essential factors of business. The questions asked should be in a way that encourages the customer to respond obviously. These feedbacks received by organizations can be treated as one of the best ways to measure customer satisfaction.
Apart from the above methods, another very popular direct method is a surprise market visit. Through this, information regarding different segments of products and services provided to customers can be obtained efficiently. It becomes easier for the supplier to identify the weak and strong aspects of products and services.
2. Indirect Method: The major drawback of direct methods is that they tend to be very costly and require extensive pre-compiled preparations. In obtaining valuable feedback, the supplier is totally dependent on the customer, limiting options and reducing the chances to take corrective measures at the right time. Hence, below are some indirect methods of gathering feedback regarding customer satisfaction:
· Customer Complaints: Customer complaints are issues and problems reported by customers to the supplier regarding any specific product or related service. These complaints can be classified under different segments according to severity and department. If complaints in a particular segment increase significantly within a specific period, it indicates that the organization's performance is deteriorating in that area. Conversely, if complaints decrease over time, it suggests that the organization is performing well and customer satisfaction is improving.
· Customer Loyalty: Organizations must interact and communicate with customers regularly to enhance customer loyalty. Through these interactions and communications, businesses can determine individual customer needs and respond accordingly. A customer is said to be loyal customers revisit the supplier regularly for purchases. These loyal customers are satisfied and hence maintain a strong relationship with the supplier. By obtaining the customer loyalty index, suppliers can indirectly measure customer satisfaction.
2.4 Why Customer Satisfaction is So Important?
Customer satisfaction is crucial because it provides marketers and business owners with a metric they can use to manage and improve their businesses.
In a survey of nearly 200 senior marketing managers, 71 percent responded that they found a customer satisfaction metric very useful in managing and monitoring their business.
Here are the top six reasons why customer satisfaction is so important:
· It’s a leading indicator of consumer repurchase intentions and loyalty.
· It’s a point of differentiation.
· It reduces customer churn.
· It increases customer lifetime value.
· It reduces negative word of mouth.
· It’s cheaper to retain customers than to acquire new ones.
2.4.1: It's a Leading Indicator of Consumer Repurchase Intentions and Loyalty
Customer satisfaction is the best indicator of how likely a customer will make a purchase in the future. Asking customers to rate their satisfaction on a scale of 1-10 is a good way to determine if they will become repeat customers or even brand advocates.
· Customers who rate 7 and above can be considered satisfied, and businesses can expect them to return and make repeat purchases.
· Customers who rate 9 or 10 are potential customer advocates who can be leveraged to become evangelists for the company.
Scores of 6 and below are warning signs that a customer is unhappy and at risk of leaving. These customers need to be placed on a customer watch list and followed up with to determine why their satisfaction is low.
See how satisfaction provides so much insight into your customers? That’s why it’s one of the leading metrics businesses use to measure consumer repurchase and customer loyalty.
2.4.2 It's a Point of Differentiation
In a competitive marketplace where businesses compete for customers, customer satisfaction is seen as a key differentiator. Businesses that succeed in these cutthroat environments are the ones that make customer satisfaction a core element of their business strategy. Picture two businesses that offer the exact same product. What will make you choose one over the other? If you had a recommendation for one business, would that sway your opinion? Probably. So how does that recommendation originally start? More than likely, it’s based on a good customer experience. Companies that offer great experiences create environments where satisfaction is high and customer advocates are plenty.
This is an example of how customer satisfaction goes full circle. Not only does it help you keep a pulse on your existing customers, but it can also act as a point of differentiation for attracting new customers.
2.4.3 It Reduces Customer Churn
An Accenture global customer satisfaction report (2008) found that price is not the main reason for customer churn; instead, it is poor quality of customer service. Customer satisfaction is the key metric you can use to reduce customer churn. By measuring and tracking customer satisfaction, you can implement new processes to improve overall customer service quality.
I recommend that you place an emphasis on exceeding customer expectations and wowing customers at every opportunity. Do this for six months, then measure customer satisfaction again. See whether your new initiatives have had a positive or negative impact on satisfaction. Related: 15 tactics to reduce customer churn.
2.4.4. It Increases Customer Lifetime Value
A study by Info Quest found that a totally satisfied customer contributes 2.6 times more revenue than a somewhat satisfied customer. Furthermore, a totally satisfied customer contributes 14 times more revenue than a somewhat dissatisfied customer. Satisfaction plays a significant role in determining how much revenue a customer generates for your business. Successful businesses understand the importance of Customer Lifetime Value (CLV). If you increase CLV, you increase the returns on your marketing investment. For example, you might have a cost per acquisition of $500 and a CLV of $750. That’s a 50% ROI from marketing efforts. Now imagine if CLV were $1,000
 That’s a 100% ROI!
Customer Lifetime Value benefits from high customer satisfaction and good customer retention. What are you doing to keep customers coming back and spending more?Learn more about CLV:
· Customer Lifetime Value for Beginners (4-Step Guide)
· Strategies to Increase Customer Lifetime Value
2.4.5. It Reduces Negative Word of Mouth
McKinsey found that an unhappy customer tells between 9-15 people about their experience. In fact, 13% of unhappy customers tell over 20 people about their bad experience. That’s a huge amount of negative word of mouth. How much will that impact your business and its reputation in your industry?
Customer satisfaction is tightly linked to revenue and repeat purchases. What often gets forgotten is how customer satisfaction negatively impacts your business. It’s one thing to lose a customer because they were unhappy. It’s another thing completely to lose 20 customers because of some bad word of mouth.
To eliminate bad word of mouth, you need to measure customer satisfaction on an ongoing basis. Tracking changes in satisfaction will help you identify if customers are actually happy with your product or service.
2.4.6 It’s Cheaper to Retain Customers Than Acquire New Ones
This is probably the most publicized customer satisfaction statistic out there. It costs six to seven times more to acquire new customers than it does to retain existing customers. If that stat does not strike a chord with you, then there’s not much else I can do to demonstrate why customer satisfaction is important. 
Customers cost a lot of money to acquire. You and your marketing team spend thousands of dollars getting the attention of prospects, nurturing them into leads, and closing them into sales.





3.1 PROFILE OF RESTAURANT INDUSTRY
The restaurant and food service industry is an $899 billion industry in the United States.Restaurant and other food-service providers are so widespread that half of all adults have worked in food service in one way or another at some point in their lives. The food industry encompasses any establishment that serves food to people outside their home. This includes: restaurants, carry-out operations, cafeterias, university dining halls, catering and vending companies, hotels and inns, rehab and retirement centers
Restaurants are adopting new technologies and services to compete for consumers who increasingly value convenience. Mobile payments, online ordering, and home delivery are becoming more commonplace in both the full-service and limited-service segments of the industry. Pricing is also becoming a more important issue as customers are able to choose from a growing variety of dining options, including prepackaged meals from grocery stores, convenience stores, and coffee shops. Emerging competitors such as subscription meal kits could further disrupt the industry in the future.
The restaurant industry is the industry of professional restaurants, bars, and other food service providers that allow customers to enter, order food, and eat on the premises. These terms can be used in a number of different settings and can refer to just about any type of eatery, from the most expensive restaurants to fast-food locations. Stand-alone restaurants may be located in plazas or remote locations. Restaurants attached to hotels or casinos are also common. The restaurant industry is typically considered part of the hospitality industry and employs a wide range of employees chefs and waiters to managers and bartenders.
Often associated with or used synonymously with the food service industry, the industry is a professional sector composed of countless locations and employees throughout the world. Just about any location that serves food could conceivably be considered part of the restaurant industry. However, the restaurant industry is typically associated with locations where a person can sit at a table and eat. For this reason, there is some distinction between the restaurant industry and the food service industry: The term "food service industry" is often used to indicate any facility that prepares and serves food without consideration for eating at the location. This distinction is not always important but can be useful when discussing different types of food businesses. but the restaurant business is not necessarily considered to include locations such as kitchens that prepare and deliver food but do not serve it at the location. Beyond this stipulation, however, there is not any real standard by which different members of this industry are judged, and just about any type of restaurant, bar, or other eatery is typically a part of the industry. Even fast-food locations that are often associated with drive-through windows and "to-go" orders typically providing sitting and tables for eating making them part of the industry.
3.2 HISTORY
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France may be famous for its culinary legacy, but the first restaurants appeared some 600 years earlier on the other side of the world. People have been eating outside of the home for millennia, buying a quick snack from a street vendor or taking travel breaks at roadside inns for a bowl of stew and a pint of mead. In the West, most early versions of the modern restaurant came from France, and a culinary revolution launched in 18th-century Paris. But one of the earliest examples of a true restaurant culture began 600 years earlier and halfway around the world. According to Elliott Shore and Katie Rawson, co-authors of Dining Out: A Global History of Restaurants, the very first establishments that were easily recognizable as restaurants popped up around 1100 A.D. in China, when cities like Kaifeng and Hangzhou boasted densely packed urban populations of more than 1 million inhabitants each.
Trade was bustling between these northern and southern capitals of the 12th-century Song Dynasty, explains Shore, a professor emeritus of history at Bryn Mawr College. But Chinese tradesmen traveling outside their home city weren’t accustomed to the strange local foods. "The original restaurant in those two cities are essentially southern cooking for people coming up from the south or northern cooking for people coming down from the north," says Shore. You could say the 'ethnic restaurant' was the first restaurant. These prototypical restaurants were located in lively entertainment districts that catered to business travelers, complete with hotels, bars, and brothels. According to Chinese documents from the era, the variety of restaurant options in the 1120s resembled a downtown tourist district in a 21st-century city.
The dining experiences at the larger and fancier restaurants were strikingly similar to today. According to a Chinese manuscript from 1126 quoted in Dining Out, patrons of one popular restaurant were first greeted with a selection of pre-plated "demonstration" dishes representing hundreds of delectable options. Then came a well-trained and theatrical team of waiters. The waiter took their orders, then stood in line in front of the kitchen and, when his turn came, sang out his orders to those in the kitchen. Those who were in charge of the kitchen were called 'pot masters' or were called 'controllers of the preparation tables.' This came to an end in a matter of moments, and the waiter his left hand supporting three dishes and his right arm stacked from hand to shoulder with some twenty dishes, one on top of the other distributed them in the exact order in which they had been ordered. Not the slightest error was allow.
3.3 THE RESTAURANT OF THE FUTURE:
6 Ways restaurants can future-proof for success in a post-pandemic world. The pandemic has dramatically impacted the restaurant industry; more than 120,000 restaurants across the U.S. permanently closed in the past 12 months. And according to Bloomberg, numbers like that indicate that "more than 500,000 restaurants of every type franchise, chain, and independent re in an economic free fall."
As consumers continue to stay and eat at home, restaurateurs have struggled to keep up with sales. Almost 90% of full-service restaurants reported declines in a survey by the National Restaurant Association, with revenue falling an average of 36%. Now, over a year into the pandemic, it's easy to see how the restaurant industry has been permanently changed by COVID-19. But in many cases, the pandemic has been a chance for restaurants to innovate and find new creative ways to serve customers. To succeed in the future, operators need to devise strategies for meeting a variety of potential business needs, from increased digital offerings to optimizing delivery, curbside pickup, and other contactless ordering options; ensuring the safety of staff and diners alike; streamlining and refining menus to keep up with shifting consumer demands; evaluating packages for off-premise orders; and shifting gears quickly in the wake of changing business restrictions.
These 6 main changes show how restaurants must adapt to the post-COVID-19 era and how operators can modernize operations to lock in future success.
3.3.1 INCREASED DIGITAL OFFERINGS:
Restaurants have experienced rapid digital acceleration. Through the pandemic, restaurants with a strong digital presence, such as easy online or mobile ordering or robust digital loyalty programs, have seen increased engagement with customers. Most signs point to customers staying digitally engaged in a post-pandemic world.
Restaurants will continue to move to frictionless ordering and payment, with an increase in online and mobile orders for pickup and delivery. Even inside restaurants, diners will be able to order their own food on tablets or kiosks to limit their exposure to employees and payment devices. The restaurant is ripe for technological innovation anything from digital menus to tableside ordering and guest engagement can transform the dining experience to match new customer trends. But in order to accommodate these, restaurants must invest in new technology.
3.3.2 STREAMLINE THE OFF-PREMISE ORDERING PROCESS:
When and how customers pick up their takeout orders shouldn't be a guessing game. Make sure to set up designated areas for customers to pick up their orders and for third-party delivery partners to pick up orders as well. If curbside pickup is offered, make sure customers know where they should park their car to wait for their orders as well as how to alert the restaurant that they've arrived.
Operators can also consider creating a specific area for order pickup. By changing the layout of the restaurant to accommodate this, operators can have staff place orders for pickup in the designated area, then head to the back of house, away from customers. This creates a truly contactless and safe experience for both staff and customers. By testing these processes in-house before rolling them out, operators can feel confident they are offering a safe service.
3.3.3 ENSURE EMPLOYEES ARE SAFE, NOT STRESSED:
From rapidly changing safety guidelines to over- or under-staffing problems, operators have a lot on their plates when it comes to managing employees. But by introducing online ordering to deal with safety guidelines, restaurants may experience a surge in business that can cause stress on back-of-house workers. Operators make sure their employees aren't overwhelmed hire enough people for the demand and rush periods, and make sure all staff are adequately trained in their duties. By ensuring staff are prepared and taken care of, restaurants can count on their employees to deliver great service to customers.
3.3.4 STREAMLINE THE MENU:
This year, restaurant operators have had to pivot time and again to ensure they’re meeting the needs of their customers while keeping their businesses running smoothly. One of the changes many operators have made is changing the menu by reducing the number of items offered. In times when costs need to be trimmed wherever possible, removing less popular dishes from the menu means there's more bandwidth for the crowd-pleasing options. By keeping the higher-margin popular items on the menu for takeout and delivery orders, operators can ensure they’re offering everything their customers are craving—all while saving money.
3.3.5 CONSIDER TAKE OUT AND DELIVERING PACKAGING:
With contactless ordering options only growing in importance, it's paramount that any food ordered for off-premise eating arrives in top condition. That means assessing how food holds in containers and tweaking the packaging to ensure hot food doesn’t get cold, crispy food doesn’t wilt, and more. Perform on-site tests by placing different foods in existing packaging and see how the food looks and tastes after a waiting period of 30 minutes. If the food isn’t in its best shape, consider changing the packaging being used for off-premise orders.
3.3.6 GET CREATIVE:
Finally, in order for restaurants to future-proof operations, the ability to pivot based on business conditions or restrictions is critical. For instance, when dining rooms shuttered, many restaurants began offering meal kits on the menu perfect for the busy family who wanted to save time preparing dinner from scratch as well as pantry-style ordering. By innovating on a dime and offering customers something new in this digital and socially distanced era, restaurants can ensure their future success by adapting to current challenges. Operations that enable businesses to thrive in this new normal are a big help from automated marketing to integrated ordering technologies. The menu is here to help. To learn more about an advanced online ordering technology strategy and how it can enhance restaurant business operations.
3.4 OVERVIEW OF RESTAURANT INDUSTRY IN INDIA
India has about 53,000 hotels and 7 lakh restaurants in the organized category and 2.3 crore restaurants in the unorganized sector. The Indian restaurant industry is worth Rs. 75,000 crore and is growing at an annual rate of 7%. The industry is highly fragmented, with 1.5 million eating outlets, of which a little more than 3,000 outlets belong to the organized segment. However, the organized segment is rapidly growing at an annual rate of 16%, making it the clear winner in the eating-out market.













4.1 COMPANY PROFILE
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Over 2000 years of history have shaped the cuisine of the idyllic coastal region of Malabar. Once the epic center of the spice trade, the settlers from the Arab world, Portugal, Turkey, and the Netherlands all helped create the delicious and unique dishes we see in the modern-day state of Kerala. With a legacy of more than half a century, MRA is a leading Restaurant and Bakery brand in India and Qatar.
Mannil Rayaroth Abdullah understood his homeland tradition of fusion better than most. In 1965, he made it his mission to combine the best of Malabar cuisine with Western-style bread and cakes, working day and night to develop new and innovative recipes to the highest culinary standards. Starting from a single store, the MRA Bakery quickly spread throughout the entire region.
Building on over 50 years of achieving excellence in the fast-moving consumer goods (FMCG) market, MRA continued to improve its operational performance and its competitive position in this sector. An extensive review of the company’s organizational structure and business processes in the last couple of years has brought about significant changes in the company's performance. Innovative strategies were developed and implemented, and our new state-of-the-art production complex recently started operating.
Since 1965, the company has seen a lot of expansion and change , but he way MRA bakery
and foods operates is still based on the principle left by Mannil Rayroth Abdullah which
emphasise family values and integrate those values into daily operations .
We have young generations of Mannil family to take MRA lagycy forward with pride. Our leaders are Mr. Muhammed Mannil (Chairman) , Mr. Ayyoob Mannil ( Executive Director ), Mr. Abdul Nisar Mannil ( Executive Director ) and Mr. Adul Gdhaf Mannil (Executive Dierctor).

4.2 MRA BAKERY
We are proud to be one of the industry’s premier confectionery full service bakeries. Each of our art is handcrafted in our trademark style and individually tailored to our client’s needs. 
The choice of offers at MRA Bakery is awe inspiring. From fresh whole some bread to distinctively flaky and deliciously buttery pastries. Rich velvety cakes and sweets sit alongside healthy and appetizing sandwiches and savory snacks.

4.3 MRA RESTAURANT
We specialize in a wide range of cuisine and serves a multi culture clientele. Our chefs are reputed for Indian, Mediterranean, Continental, Oriental, and Fusion cuisine. Some have tried to define MRA's culinary style as "Asian fusion", but we prefer to think of MRA as "multiculturally influenced cuisine".
The extensive lunch and dinner menus offer menus offer many variations on Asian and
Continental dishes , taking the fresh ingredients to new heights. We offer a world of choice forvegetarians too and prepare exotic theme menus during festivals and special occasions.

4.4 MRA CATERING

4.4.1 EVENT CATERING
Birthday, Anniversary –Family & Friends Gathering , School Function, Festive Gathering, We explore all avenues of catering services to serve our clients. We cater too outdoor events such as corporate lunches, formal dinners and theme parties for our clientele. Special catering arrangements are made as per requests.

4.4.2 BUSINESS CATERING:
Corporate Events, Holiday parties, Office Meetings, Employee appreciation. Our complete institutional Catering solutions include various meal services in the form of the buffet or packed meals. The menus are designed keeping in mind the client profile. On our part, we believe we have upheld the tradition of delivering fine Indian cuisine and great hospitality at all the events that we have created to in the past years, and this has been reflected in the growth in reputation and goodwill we have experienced over the years.

4.5PRODUCTPROFILE
4.5.1 TRADITIONAL SWEETS:
Ranging from Gulab jamun to Payasam, Nostalgic favourites to modern avatars , we bring to you the most loved Indian desserts. Traditional Indian sweets with different blends of nuts and additional flavours to enrich the taste. We have cut down on sugar and enhanced Indian flavours of Rose, Saffron, Cardamom, Fennel, Orange, Mango, Guava, Lemon and peppercorn. This Mithai is artistically crafted and unique in its presentation.

4.5.2 SNACKS AND NAMKEEN
Namkeens add a special touch to every occasion. MRA offers a wide range of namkeens and snacks. We use quality assured spices and nuts for preparations. All the required ingredients are sourced from the leading vendors so as to ensure the quality of the offered products as per the international food safety standards. This product s demanded by the clients for:
High nutrition value
Long shelf life
*Excellent taste





4.5.3 PASTRIES:
Our freshly baked cakes are a popular pastry. We make fresh cream cakes, tea cakes and plum cakes. From Weddings, Birthdays, holiday gatherings to office luncheons, our dessert and pastries are perfect for every occasion. All made fresh to order, so know your crowd will be happy. Our experienced cake consultants and decorators will create the perfect cake for your next event! We have tried up with established coffee chains to supply a range of confectionery and bakery delicacies which are served at their locations.

4.6 MANAGEENT POLICY
The management is dedicated towards the introduction of training programs at all levels to improve the skills and techniques of all employees. MRA possess a highly dedicated
management team who overlooks the principles set in order to provide the highest customer satisfaction in terms of food quality and safety. The top management of MRA is committed to complying with the requirements of HACCP standers, and continually improve the effectiveness of the Quality Management system through employee participation and regular reviews. This Quality Policy is communicated by the management to all employees to create and enhance awareness and is reviewed periodically for its suitability and stability.

4.7 FOOD SAFETY POLICY
We ensure that all food supplied to our customers are produced hygienically to the highest standards of safety, unmatched quality, and dedicated services to achieve total customer satisfaction.
To be able to reach this goal, the company will ensure that our staff is well trained on complying with the legislative requirements set by the local regulatory unit as well as other pertinent standard related to the safety and health Environment. The company is dedicated to purchasing quality raw materials from an approved supplier and handles food with utmost care. In essence, at MRA Bakery, we firmly believe that safety is everyone's responsibility.

4.8 DEPARTMENTS
4.8.1 HUMAN RESOURCE DEPARTMENT
[bookmark: _GoBack]Human resource management, in the sense Of getting things done true people, is an essential part Of every manager's responsibility. Many organisation find it useful to provide an expert service in the performance Of human resource function. Today no member in an organisation wood disagree with the statement that 'people are the most valuable asset of an organisation’ but in reality many organisation, it is found that this most valuable resources remain undervalued, undersized.
HRM is relatively modern concept, which involves range of idea and practice in managing people, The human resource is the most valuable resources in any organisation because it can function only true people. The success of an organisation depends upon the ability of its human resource the HR department of MRA restaurant is under the direct control and authority is headed by HR manager. In MRA restaurant there are four HR departments.
4.8.2 KITCHEN STAFF
The kitchen is the heart of a restaurant. For smooth operations, a proper employee structure is required. In this particular department, there are various levels such as Head Chef, Sous Chef, Chef De Partie, Commis, and helpers. However, in formants like QSR, takeaways and causal dining, the post of Head chef and sous chef may not be required. Below is the chart that discusses and explains the different levels, qualification, experience required and the average salary of each post.
4.8.3 MANAGERIAL STAFF
The second most important part of the restaurant human resource structure is the managerial staff. This people the intuitive sole of the restaurant, a the decision of the managerial staff can make or break the customer experience and expectation. Managing and allocating right resources at the right time can help the restaurant to achieve efficiency, which can further help creating a butter experience for customers and butter profit for owners managerial staff is broadly divided into three levels restaurant manager, cashier, and store keeper.



4.8 DELIVERY STAFF
Delivery staff is as important as flour staff, as these employees take your restaurant brand out on the roads and to the homes of the customers. They are the representatives of your brand, and must be trained properly. Also, for delivery staff, restaurant staff owners should be extra cautious about their drawing licenses and background verification.
Each and every person working for a restaurant is an important part of the organisation. It is important to take care while hiring someone, train them right, and keep them happy to retain them. 
4.8.5 FINANCE DEPARTMENT
Finance is the science of funds management. The general areas of finance are business finance, personal finance and public finance. Finance includes saving money and often includes lending money. This field of finance deals with the concepts of time, money, risks and how they are inter-related. It also deals with how money is spent and budgeted. In the modern world, every organization, both private and public, runs on money that includes business, government, and non-profit organizations. Without money, most of the things we see couldn't exist. So, everyone worries about money how to get it and how to use it. The finance department takes the responsibility for organizing the financial accounting affairs of the organization. The main areas covered under the finance department include bookkeeping procedures, creating a balance sheet and profit and loss accounts, providing management information, managing wages, and raising funds, etc
In MRA bakery and restaurant, the finance department is headed by the finance manager, assisted  by the accountants.

4.8.6 MARKETING DEPARTMENT

A market-focused or customer-focused organization first determines what its potential customers desire and then builds the product or service. Marketing theory and practice are justified in the belief that customers use the product or service because they have a need or because it provides perceived benefits. Two major factors of marketing are the recruitment of new customers and the retention and expansion of relationships with existing customers. For a marketing plan to be successful, the mixing of the 7 P’s must reflect the wants and desires of the customers in the target market. Trying to convince a market segment to buy something they don't want is extremely expensive and seldom successful.
Marketers depend on marketing research, both formal and informal, to determine what customers want and what they are willing to pay for. In most organizations, the activities encompassed by the marketing function are led by a vice president or director of marketing. Marketing methods are informed by many social sciences, particularly psychology, sociology, and economics. Through advertising, it is also relating to many of the creative arts. Marketing is a wide and heavy inter connected subjects expensive publications. It is also a area of activity.
· Advertising
It is the paid form of non-personnel communication. The advertisement media like TV, Radio, and print media. It places an important role in informing and creating a desire on the customers to buy the product.
· Competitors
Competition is the most common feature of modern-day business. Healthy competition is always good because it helps the organization to help both growth and achieve better profits.
4.8.7 SALES DEPARTMENT
The main function of a sales department is to effect sales. It is concerned with the transfer of ownership on merchandise on satisfactory to both the buyer and seller. This has to be done at the lowest possible cost. The basic objective is obviously the achievement of profit to service.A sales department consists of persons working together with a view to market the products manufactured by the organization itself or product purchased for resale. It is thus responsible for all that is necessary to market the product from the stage when the product has left the manufacturing or purchasing department, as the case may be the result of the sales effort would naturally depend also on the effort of the other operations and departments such as research, advertising, traffic, finance, and credit.
The sales department of any corporation and/or business is the catalyst of how well the products are introduced to the marketplace. A business cannot last long without sales of its goods and services. This makes the sales department the most important part of the supply and demand of a product. Because of this, the sales department has several duties and responsibilities within the company.
4.9 ORGANISATIONAL CHART
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TABLE NO: 5.1
CLASSIFICATION BASED ON AGE
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Below 25
	16
	32

	25-30
	10
	20

	30-35
	18
	36

	35& above
	6
	12

	Total 
	50
	100



CHART NO 5.1
CLASSIFICATION BASED ON AGE



INTERPRETATION
 The above table and chart shows 32% of the respondents are below 25 years age group and 20% of respondents are between 25-30 years age group and 36% of respondents are between 30-35 age group and 12% of the respondents are 35 and above age group. 







TABLE NO: 5.2
CLASSIFICATION BASED ON GENDER
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Male
	28
	56

	Female 
	22
	44

	Total 
	50
	100



CHART NO: 5.2
CLASSIFICATION BASED ON GENDER

INTERPRETATION
From the above figure, 56% of respondents are Male and 44% of respondents are Female.











TABLE NO: 5.3
MARITAL STATUS OF RESPONDENTS
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Single
	20
	40

	Married
	30
	60

	Total 
	50
	100



CHART NO: 5.3
MARITAL STATUS OF RESPONDENTS


INTERPRETATION
	From the above chart shows that 60% of the respondents are married and 40% of them are single.









TABLE NO: 5.4
SATISFACTION LEVEL
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly satisfied
	24
	48

	Satisfied 
	26
	52

	Average
	0
	0

	Dissatisfied 
	0
	0

	Total 
	50
	100



CHART NO: 5.4
SATISFACTION LEVEL

INTERPRETATION
From the above chart shows 48% of respondents highly satisfied with MRA and remaining 52% of them are satisfied.









TABLE NO: 5.5
REASON FOR CHOOSING
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Nearby home town 
	4
	8

	Company image
	2
	4

	Taste of food
	38
	76

	Dissatisfied
	6
	12

	Total 
	50
	100



CHART NO: 5.5
REASON FOR CHOOSING

INTERPRETATION
The table shows 8% of respondents are choosing MRA because of near by home town and 4% respondents are choosing because of company image and 76% respondents are attracted with taste of food and 12% of respondents choosing because of some other factors.








TABLE NO: 5.6
SERVICE FRIENDLY AND WELCOMING
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	50
	100

	No 
	0
	0

	Total 
	50
	100



CHART NO: 5.6
SERVICE FRIENDLY AND WELCOMING

INTERPRETATION
From the above chart shows that 100 of the respondents says Yes and 0% says No.











TABLE NO: 5.7
CLEANLINESS OF MRA BAKERY, RESTAURANT & CATERING
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent
	16
	32

	Good 
	34
	68

	Average
	0
	0

	Poor
	0
	0

	Total 
	50
	100



CHART NO: 5.7
CLEANLINESS OF MRA BAKERY, RESTAURANT & CATERING

INTERPRETATION
From the above chart shows 32% respondents say excellent about cleanliness of MRA & 68% have good opinion.









TABLE NO: 5.8
RESTAURANT VISIT
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	First time
	8
	16

	0ccasionally
	34
	68

	Once a month
	8
	16

	Weekly
	0
	0

	Total 
	50
	100


 CHART NO: 5.8
RESTAURANT VISIT

INTERPRETATION
From the above chart shows that the majority of respondents including 68% occasionally visit MRA and 16% once a month, 0% of weekly and 16% first time. 










TABLE NO: 5.9
FACTORS CONSIDERED WHILE PURCHASING
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Quality
	22
	44

	Price
	6
	12

	Taste 
	22
	44

	Others 
	0
	0

	Total 
	50
	100



CHART NO: 5.9
FACTORS CONSIDERED WHILE PURCHASING

INTERPRETATION
From the above chart we can see that 44% of respondents consider the quality while purchasing and 12% respondents consider price and 44% of respondent consider taste and 0% respondents consider other factors.








TABLE NO: 5.10
THINKING ABOUT VALUE FOR MONEY
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Good value for money 
	26
	52

	Reasonable
	24
	48

	Bad
	0
	0

	Total 
	50
	100



CHART NO: 5.10
THINKING ABOUT VALUE FOR MONEY

INTERPRETATION
From the above chart majority of the respondents including 52% good value for money and 48% for reasonable and rest 0% bad.










TABLE NO: 5.11
EASILY ACCESSIBLE PLACE
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	46
	92

	No 
	4
	8

	Total 
	50
	100



CHART NO: 5.11
EASILY ACCESSIBLE PLACE

INTERPRETATION
From the above chart we can see that majority of the respondents including 92% Yes and 85% No. 










TABLE NO: 5.12
TYPE OF FOOD 
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Vegetarian
	8
	16

	Desert
	2
	4

	Chinese
	4
	8

	Non-veg 
	36
	72

	Total 
	50
	100



CHART NO: 5.12
TYPE OF FOOD

INTERPRETATION
From the above chart 72% choose non-veg, 16% are vegetarian and 8% Chinese and rest 4% desert.









TABLE NO: 5.13
RATE THE VARIETY OF OPTION ON TH MENU
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent
	24
	48

	Good
	16
	32

	Average
	10
	20

	Poor
	0
	0

	Total 
	50
	100



CHART NO: 5.13
RATE THE VARIETY OF OPTION ON TH MENU

INTERPRETATION
From the above chart majority of the respondents including 48% rate excellent and 325 good and rest 20% average and 0% poor.









TABLE NO: 5.14
FAMILY FRIENDLY RESTAURANT
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly agree 
	18
	36

	Agree
	32
	64

	Disagree
	0
	0

	Total 
	50
	100



CHART NO: 5.14
FAMILY FRIENDLY RESTAURANT

INTERPRETATION
From the above chart majority of the respondents including 64% agree with MRA is family friendly restaurant and 36% are highly agree and 0% disagree.










TABLE NO: 5.15
INSIST YOUR WELL-WISHERS, FRIENDS & RELATIVES TO VISIT MRA 
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	50
	100

	No
	0
	0

	Total 
	50
	100



CHART NO: 5.15
INSIST YOUR WELL-WISHERS, FRIENDS & RELATIVES TO VISIT MRA 

INTERPRETATION
From the above chart 100% of them says Yes and 0% No.











TABLE NO: 5.16
QUALITY OF FOOD
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Excellent
	22
	44

	Good
	22
	44

	Fair
	6
	12

	Poor
	0
	0

	Total 
	50
	100



CHART NO: 5.16
QUALITY OF FOOD

INTERPRETATION
From above chart 44% says excellent and 44% good and rest of 125 fair and 0% poor.  










TABLE NO: 5.17
FIRST IMPRESSION ABOUT THE RESTAURANT
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly impressive
	30
	60

	Average
	20
	40

	Not impressed at all
	0
	0

	Total 
	50
	100



CHART NO: 5.17
FIRST IMPRESSION ABOUT THE RESTAURANT

INTERPRETATION
From the above chart 60% are highly impressive and 40% average.










TABLE NO: 5.18
SATISFACTION OF PRICE
	OPTIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Highly satisfied
	6
	12

	Satisfied
	32
	64

	Average 
	12
	24

	Dissatisfied
	0
	0

	Total 
	50
	100



CHART NO: 5.18
SATISFACTION OF PRICE

INTERPRETATION
From the above chart majority of the respondents including 64% satisfied and 24% are average, 12% are highly satisfied and rest 0% dissatisfied.





	


6.1 FINDINGS
1. Majority of the respondents are in the age group of 30-35.
2. 56% of the respondents are male.
3. Most of the respondents are married.
4. 52% of the respondents are satisfied with MRA.
5. Most of the respondents are choosing the reason as taste of food.
6. All the respondents say that the service was friendly and welcoming.
7. 68% of the respondents opined good regarding the cleanliness.
8. 68% of the respondents occasionally visit the restaurant.
9. Most of the respondents prefer taste and quality while purchasing.
10. 52% of the respondents are given good value for money.
11. Majority of the respondents say it was an easily accessible place.
12. 72% of the respondents prefer non-veg.
13. 48% of respondents rated excellent regarding the variety of options on the menu.
14. 64% of the respondents opined that the restaurant is family-friendly.
15. All the respondents insist their well-wishers, friends, and relatives visit MRA.
16. 44% of the respondents opined excellent, and 44% good about the quality of food.
17. 60% of the respondents are highly impressed with the restaurant.
18. Majority of the respondents are satisfied with the price.












6.2 SUGGESTIONS
· Develop customer service communities.
· Provide more good quality products at reasonable rates.
· The restaurant can try to provide more parking facilities to customers.
· Maintain a good relationship between employees and customers.
· Treat customers like you would want to be treated.
· Maintain hygiene and cleanliness.
















6.3 CONCLUSION
From the study, it was found out that MRA BAKERY RESTAURANT & CATERING holds a noticeable position in the minds of the customers. Most of the customers have given a positive and effective response about the restaurant. In this study, it is found that the customers benefiting from the services provided by MRA BAKERY RESTAURANT & CATERING are satisfied with it, but there are a few people who are still not completely satisfied with MRA. However, there are constant efforts undertaken to attract more customers.
I used different tools like pie diagrams and bar diagrams. Data was collected through a questionnaire that was distributed among customers. It was quite informative, and customers provided valuable information and suggestions in line with customer satisfaction measures.
As far as my project is concerned, customers are moderately satisfied with the services available. Indeed, this study will help the firm in future decision-making to improve its customer satisfaction measures in light of the suggestions put forth in the project report.
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QUESTIONNAIRE

Dear sir/madam,
	Given below is a questionnaire to prepare report on the title “A STUDY ON CUSTOMER SATISFACTION OF MRA BAKERY, RESTAURANT AND CATERING, KANNUR” In connection with the partial fulfilment of my BBA course, I request you to spend a little time for filling it up, properly and return to me at the earliest.
	I assure you that the information that you will provide in the questionnaire will not be used for a purpose other than my project work.

Thanking you

Name: 
1. Age:
· ☐ Below 25
· ☐ 30-35
· ☐ 25-30
· ☐ 35 & above
2. Gender:
· ☐ Male
· ☐ Female
3. Qualification:
· ☐ Up to 10th
· ☐ 12th
· ☐ Degree
· ☐ PG
5. Marital status:
· ☐ Single
· ☐ Married
6. Are you satisfied with MRA products?
· ☐ Highly satisfied
· ☐ Satisfied
· ☐ Not satisfied
7. Why do you choose MRA?
· ☐ Near by home town
· ☐ Taste of food
· ☐ Company image
· ☐ Others
8. Was the service friendly and welcoming?
· ☐ Yes
· ☐ No
9. Please rate the cleanliness of our restaurant:
· ☐ Excellent
· ☐ Average
· ☐ Good
· ☐ Poor
10. How frequently do you visit the restaurant?
· ☐ First time
· ☐ Once a month
· ☐ Occasionally
· ☐ Weekly
11. Which factor do you normally consider while purchasing?
· ☐ Quality
· ☐ Taste
· ☐ Price

12. Thinking about the value for money, how would you describe food in general?
· ☐ Good value for money
· ☐ Reasonable
· ☐ Bad
13. Is the place easily accessible?
· ☐ Yes
· ☐ No
14. What type of food do you normally choose?
· ☐ Vegetarian
· ☐ Chinese
· ☐ Dessert
· ☐ Non-veg
15. How do you rate the variety of options on the menu?
· ☐ Excellent
· ☐ Average
· ☐ Poor
16. Do you agree the restaurant is family-friendly?
· ☐ Highly agree
· ☐ Agree
· ☐ Disagree
17. Will you insist your well-wishers, friends, and relatives visit MRA?
· ☐ Yes
· ☐ No
18. What about the quality of the food?
· ☐ Excellent
· ☐ Fair
· ☐ Good
· ☐ Poor
19. What was your first impression about the restaurant?
· ☐ Highly impressive
· ☐ Average
· ☐ Not impressed at all
20. Are you satisfied with the price?
· ☐ Highly satisfied
· ☐ Satisfied
· ☐ Average
· ☐ Dissatisfied

Male	Female 	56	44	


Single	Married	40	60	


Highly satisfied	Satisfied 	Average	Dissatisfied 	48	52	0	0	


Nearby home town 	Company image	Taste of food	Dissatisfied	8	4	76	12	


Yes	No 	100	0	


Excellent	Good 	Average	Poor	32	68	0	0	


First time	0ccasionally	Once a month	Weekly	16	68	16	0	


Quality	Price	Taste 	Others 	44	12	44	0	


Good value for money 	Reasonable	Bad	52	48	0	



Yes	No 	92	8	


Vegetarian	Desert	Chinese	Non-veg 	16	4	8	72	



Excellent	Good	Average	Poor	48	32	20	0	


Highly agree 	Agree	Disagree	36	64	0	


Yes	No	100	0	


Excellent	Good	Fair	Poor	44	44	12	0	



Highly impressive	Average	Not impressed at all	60	40	0	


Highly satisfied	Satisfied	Average 	Dissatisfied	12	64	24	0	


Below 25	25-30	30-35	35	&	 above	32	20	36	12	
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